[0.1] Abstract-Previous studies of music fan culture have largely centered on the diverse range of subcultures devoted to particular genres, groups, and stars.
Introduction
[1.1] The Hard Rock Café (HRC) is known throughout the world as a themed restaurant chain that promotes music and music fandom through brand loyalty to its merchandise and corporate menu. Music is often central to its promotional strategy, displaying musical props and instruments on its café walls while organizing local band performances and music festivals. However, this article shifts the focus on the HRC from its musical-themed brand identity to its growing fan community that travel to sites and collect unique souvenir pins produced for every city. Therefore, I argue throughout that despite HRC being seen and advertised as an authentic venue for music fans, promoting rock, pop, and alternative music cultures, a large proportion of visitors travel to cafés all around the world to fulfill other passions unrelated to music culture: pin collecting and tourism. While publically HRC appears to be all about the music, this study suggests that HRC fandom is about practices and passions distinct from music and musical tastes. Within these discourses particular attention has been paid to analyzing the relationships between fans and music institutions, changing musical tastes, and the distinctions expressed in relation to the range of styles and genres that define the industry (see for example Cline 1992; Hinerman 1992; Ehrenreich, Hess, and Jacobs 1992; Cavicchi 2007; McCourt and Burkart 2007) . Where fan studies have moved beyond the actual music to examine fashion, concerts, and collecting ephemera such as vinyl records and posters, they have tended to remain closely allied to notions of subcultural distinction and nostalgia, emphasizing hierarchies of taste and the authenticity of the musical source (see for example Straw 1997; Stanley 2002; Milano 2003; Shuker 2004; Reynolds 2011) . Indeed, the centrality of vinyl record collecting in the representation of music fans is recognized by Roy Shuker who argues that it "not only embodies personal history, it also represents the original historical artefact: how the vinyl single, EP, LP was originally recorded, and therefore the form in which it should be listened to" (Shuker 2010, 65) . Thus the collectible in music fandom not only becomes a symbol of nostalgia and memory for audiences, its value as an object is heightened and legitimated due to its connection to the actual music.
However, with regard to HRC pin collecting, I argue that fans are not attracted by the musical ephemera or souvenirs connected to the artists but are fans of what pin collecting entails: tourism, meeting fellow collectors, and the creation of an online profile detailing where one travels and what pins are bought there.
[1.3] HRC is a restaurant, hotel, and casino chain branded to attract all types of popular music fan. Its slogan of "Love All, Serve All" underlines its desire to emit a sense of inclusivity; it is both a family-oriented attraction and a venue where established and new musicians can promote their latest tunes. Its global reach has allowed its brand to become a mix of the distinctly corporate (the same menu is served worldwide) and the uniquely national, regional, and local (cafés incorporate local architecture and cuisine, celebrate local musicians, and produce merchandise that trades on a particular city's identity). Merchandising has encouraged various loyalty schemes used by customers and music fans to get priority entry and VIP seating, obtain exclusive items, and get a discount.
One particular scheme, originally set up by the Hard Rock Café Pin Collectors connective virtual space between local and national, personal and public physical space. The study of HRC pin collecting and its associated fan community offers an important lens through which we might suggest that HRC fandom is not about the music played in the cafés and bars or the brand it promotes through the famous musical memorabilia on its walls, but rather it is about the physical ephemera that fans collect and the places and spaces they visit. http://www.hardrock.com/corporate/history.aspx). Originally intended as a little corner of popular Americana in a London neighborhood popular with tourists, the HRC has grown into a global corporation that owns restaurants, bars, hotels, casinos, and live music resorts on almost every continent. In 2007 the company was sold by the UK-based Rank Group to the Seminole Indian Tribe of Florida for £965 million (http://news.bbc.co.uk/1/hi/business/6216292.stm). At last count there were 175 locations in 53 countries, with just as many opening up as there are closing down. In addition to hospitality, HRC hosts several music events every year: concerts, live performances, and festivals which signal the company's musical roots. HRC also owns several storage facilities in the US where it keeps its vast collection of music memorabilia that is not presently dispersed throughout its café and hotel network. From guitars once owned by Jimmy Hendrix to the Magical Mystery Tour Bus owned by the Beatles, HRC collects almost anything connected to the history of rock and pop music. A lot of items are donated by artists and groups, eager for recognition in Hard Rock's unofficial catalogue of music's greatest and most glamorous.
A Hard Rock history of music
[2.2] Besides food, drink, and music, the HRC is known for other kinds of merchandising, including souvenir glasses, T-shirts, soft toys, hats, jackets, and pins, to name the most popular. Everything has the HRC logo on it, becoming instantly recognizable. Indeed, the commodification of music through branding and logos is not unusual. For example, artists have become global brands selling albums, T-shirts, and concert tickets, and their iconic images have remained ever present throughout music history: The Rolling Stones' lips, Elvis's hair and sunglasses, The Beatles' Yellow Submarine and so on. That attempt to connect with fans through branded items develops a sense of brand loyalty. Michele White, in her study of eBay fans, argues that brands have fans: "Brand community members tend to be active fans of particular companies, products, logos, virtual communities, and media texts" (2012, 55) . In the HRCPCC there is clearly a brand which collectors can actively follow, products they can collect, and a virtual community with which they can engage. White goes on to argue that "Internet settings have methods to tap into and control members' attachments" (83); thus, in the new HRC Web site we see a design that allows collectors not only to add to their record of pins collected but also to promote their attachment to the brand through competitions, newsfeed, and web chats with other collectors, pin designers, and HRC staff.
[2.3] In many ways, this aspect of brand loyalty for the corporation grew out of the founders' original intention to create a welcoming and familiar space for people who wanted to pull up a chair and get a drink. As the first café in London became popular with expats and American tourists, those UK musicians who were used to a US style bar/dining experience while they were on tour started to regularly frequent the establishment. While not originally intended for the incorporation of music memorabilia, the official HRC story on their Web site says it was supposedly a visit by Eric Clapton to the London café in 1979 that changed the chain's brand ethos. Liking the bar, it is claimed that Clapton asked the owners to put one of his guitars up on the wall above his favorite chair to "mark his spot." Becoming a symbol of HRC's music credentials for other restaurant goers, the guitar also attracted the attention of The Who's Peter Townsend who saw Clapton's guitar hanging up and immediately donated one of his own with the message, "Mine's as good as his! Love, Pete." As more music celebrities visited, the collection grew; thus the official symbol of the chain became a guitar. Used on signage, glasses, advertising, and merchandise, the guitar is an iconic symbol for HRC and an unsurprising image that inspired the designs for the first souvenir pins to go on sale and become collector items in their own right. [2.5] Rival collector clubs were established early on but HRC, clearly spotting the marketing potentials of having an official club just for pin collecting, encouraged the creation of the unified HRCPCC in 2000 and with that started to make pins just for members. So, alongside the city specific pins that collectors could buy at cafés across the globe, they could also receive annual membership pins through the post-marking their loyalty with a specially designed, limited edition souvenir (figures 1 and 2). From local beginnings, where two musicians used their guitars as symbols of their growing celebrity status, HRC has integrated music memorabilia and merchandising into their brand identity. Fans of the restaurant travel there to experience an American style diner but to also see the famous objects hung on the walls and kept in glass cases. While drinking a hurricane cocktail in a souvenir glass they can listen to music and get close to their favorite artist's guitar or iconic outfit. At the same time, they can buy a pin that literally embodies the physical experience they just had: the design incorporates famous landmarks and images from the location city and references the musical objects seen on the café's walls. Indeed, as White argues about brand communities, "members…are inclined to celebrate and buy the brand's products and to identify with the associated corporation" (2012, (4) (5) . [2.6] It may seem odd that mass-produced products, one-off purchases bought by tourists as well as die-hard collectors, might be cherished as personal objects but the ubiquity of the collectible is not important: "Collecting can be seen as a means of individualizing the uniformity of the mass-produced. In a consumer society, we all look for ways to alleviate the routine of the functional. In collecting, a certain depth or another dimension is found" (Martin 1999, 146-47) . Collectors are encouraged to recognize the unique elements of each pin and thus accumulate a collection that represents not only monetary investment but also geographical movement. HRC pin collections do in many ways pay homage to the musical roots that inspired the memorabilia and merchandising but, moreover, they symbolize the collector's journey through time and geographical space as they visit more and more café locations around the world.
The success of HRC in creating a brand loyalty and creating a fan following is case, displaying a large collection online to others collecting the same thing "brings the collector heightened status (within his or her collecting sphere) and feelings of pride and accomplishment" (Belk 1995, 68) . . While the marathon and Red Sox might be synonymous with the city of Boston, therefore appropriate for the café to pay tribute to on its pins, exclusivity can also be found in a one-off event that warrants a special pin. Using the work of anthropologist Victor Turner, she argues that the pilgrimage to a shared site is a liminal journey of transformation to find communitas, "communal fellowship," with other fans (Porter 1999, 252) . The site of fan tourism, whether it be specifically tied to the fictional text like filming locations and theme park rides or neutral and generic sites like hotel ballrooms and convention centers, provides "a time and space for fans to be free to explore their love of something deep and meaningful in their lives" (267). As a consequence, these atypical fan sites become important places for popular veneration.
[3.6] If communitas, as mentioned above, is defined as "intense bonding and sharing of the pilgrimage and the connection with the sacred place" (Brooker 2005, 18) then I want to argue in the remainder of this article that while places like the HRC might be seen to control and limit the fan collector experience Thus, pins mean more to him than just consumption-they are items of deeper meaning and contemplation: "An object can thus become more than simply a 'metaphor for the self.' It becomes a pivot for reflexivity and introspection, a tool of autobiographic self-discovery, a way of knowing oneself through things" (Hoskins 1998, 198) . was that these pieces of metal and enamel that we all love so much can bring people from all walks of life together and unite them in their love of music, the HRC and all that it stands for…Sure we all collect pins, bears, society." The screen itself becomes "a symbolic space where dreams and fantasies can be projected" (Serfaty 2004, 471) . However, pin collectors use the online screen space to project reality-their trips and collected items-and thus it serves as more than just a site for dreams and fantasy-it acts as a record of dreams fulfilled and fantasies experienced. pins bought and traded while on holiday, like other souvenir objects, "help to comprise tourism"; moreover, "it is not simply objects-in-motion but also objects-that-stay-still that help make up tourism" (Lury 1997, 76) . The pins are clearly important-they are the reason collectors travel to cities they might not have ordinarily been interested in visiting-but the pin tales that describe the act of consumption within the contexts of travel and tourism follow the approach offered by Arjun Appadurai in his discussion of commodities and value: "From a theoretical point of view human actors encode things with significance, from a methodological point of view it is the things-in-motion that illuminate their human and social context" (1986, 5) . After being in Beirut, Rodriguez writes, <blockquote>[4.14] I was very surprised with the city. I guess I was expecting a city in ruins, but the truth is that I found a great city with lots of new construction. I felt like I was in Europe again, you can see the a lot of the French in Beirut, yet they have their own flavor. I didn't have to pay for a visa since I was staying less than 2 days (for up to 2 weeks, you can get a visa at the airport for $17) I didn't have any problems going in or out, no one ever asked me whether I had been to Israel or anything like that…I know that Beirut has a long history, but if you ever make it to the Middle East, I highly recommend that you make a stop there. Don't spend much time at the Hard Rock, and be sure to avoid the Bayview hotel.
Other that that [sic], I had a good time!!!!</blockquote> They are "supportive and protective" because "they are believed to offer identity and connection" (Jenson 1992, 14) . The blogs, chats, and posts that fans exchange encourage "collectivity and unification" (Booth 2010, 60 ) that stem from a shared passion; in the case of pin collectors this passion is for collecting pins, traveling to new cafés, and a desire to be further immersed within the HRCPCC community. The pin tales that people can contribute to thus represent attractive travel guides that display and advertise to other online members an individual's enthusiasm, knowledge, cultural capital, and, most importantly, personal identity. Whether this virtual identity is entirely accurate or a facsimile, an exaggeration, or even false, it is a personal reflection of how club members want to be seen by others and thus stands as a marker of personal meaning: "To represent their own conceptual sense of self-their "me" identity-as it applies in the 'real world'" (Booth 2010, 163) .
[4.17] Indeed, it would seem that one identity the pin tales are promoting is that people who travel to cafés, buy pins as souvenirs, and represent the connection between fan tourism and collecting are the most authentic and legitimate type of HRC collector. Their lockers, blogs, profiles, visit maps, and pictures are signs of the fact that not only is HRC fandom about the physical ephemera that fans collect and the places and spaces they visit, but it is also about the convergence of the physical and virtual, the collector and the tourist, the local and the global.
In this way, the mass-produced objects at the heart of this confluence become 
